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Executive Summary
Goodwill Industries is a nonprofit organization. Not only do they specialize in charity
work, but they also have a chain of stores that focus on thrift shopping. Additionally, Goodwill
provides other services, such as recycling clothing, electronics, and other goods. Recently,
Goodwill of Akron, Ohio received a grant of five million dollars, where the money for the grant
would have to be utilized in five years. The main objective of this project was to find a way for
Goodwill to use grant money efficiently, to generate revenue for a new transportation initiative.
After completing secondary research on topics revolving around recycling, our group
concluded that Goodwill could utilize their grant money by initiating a green branding campaign
across its organization. However, to suggest green branding to Goodwill, it was important to
conduct primary research. This was an important step in the process since it allowed us to
understand the audience, as well as current and potential customers of Goodwill a little more.
Our team created and distributed four surveys, all of which would allow us to determine what
services people use from Goodwill, as well as how much people know about Goodwill. These
surveys were sent out through social media, as well as email, while respondents had three weeks
to complete the surveys.
Ultimately, it was determined that people are moderately unaware of Goodwill’s services
and products since there are multiple services available that people are not aware of. Our team
has recommended utilizing the most popular social media platforms a little more, along with
improving the Goodwill app, and utilizing in-store marketing to increase awareness about green
branding. Overall, Goodwill should focus on green branding when using their grant.
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Secondary Research
The second-hand market is projected to almost double from 2022 to 2025. The market
projections for 2022 put traditional thrifting and donation revenue around $23 billion. The resale
of thrifting items expects to add another $20 billion of revenue this year. In 2025, traditional
thrift and donation revenue is supposed to increase to $30 billion. This would translate to a 7billion-dollar difference in 3 years. The 2020 projection for resale is expected to be $47 billion,
or 27 billion dollars more than this year. The projections of resale are expected to grow eleven
times faster than the broader retail clothing sector by 2025 (2021 Fashion Resale Market and
Trend Report, Size and Impact).
The secondary research was broken down into two main categories: recycling initiatives
and environmentally focused branding in the fashion industry. Our findings in the recycling
portion of the research resulted in many dead-ends. Due to the infrastructure needed to process
different materials, the hazards of handling those materials, and the laws and regulations
surrounding those business functions, creating recycling efforts for Goodwill was not an option.
The environmentally friendly branding research proved valuable. Branding is the primary
tool used to differentiate a company from competitors. This distinction can be a critical success
factor for a company (Wong & Merrilees, 2005). A strong brand gives a product more credibility
because the consumer transfers any brand characteristics to the product, especially when the logo
is found on the product. (Gillespie et al., 2007). Products are given meaning and identity through
branding.
Some clothing brands have incorporated a “green” spin to their brand image as a means
to increase the value of their products and organization. Environmental impact is an important
aspect of a company brand. Consumers interact and view these environmentally friendly brands
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in a more positive light compared to competitors that do not provide green messaging. In 2014,
66% of respondents in a GfK study “totally agreed” that brands and companies need to be
environmentally responsible (Secondary Research Appendix Chart A). 17% said that they
strongly agree that companies should accept responsibility for their impact on the environment
(GfK, 2015).
These opinions are most commonly shared with people between the ages of 20 to 40,
including a range of Millennials and the very beginning of Generation Z (Secondary Research
Appendix Chart B). 45% of millennials and Gen Z say they refuse to buy from non-sustainable
brands and retailers (2021 Fashion Resale Market and Trend Report, Transforming Closets). As
such, an organization can see increased revenue if they shift their communication with the public
to include sustainability efforts.
A “green” brand partakes in many environmentally friendly activities, including the
recycling of clothing, plastic bags, glass, metals, and electronics. Four clothing companies have
incorporated a “green” brand. They have been able to successfully introduce the concept of
textile recycling and eco-friendly fashion to their audience, helping their customers associate the
brand with these activities. American Eagle and Madewell have both signed up to recycle denim
through Cotton Incorporated’s initiative called Blue Jeans Go Green. H&M branded itself as the
‘first fashion retailer’ to collect old clothing ‘on a global scale’ in the 2012 launch of recycling
efforts. The North Face’s ‘Clothes the Loop’ recycling program began in 2013 in the US and
internationally in 2016 (Lascity & Cairns, 2020).
These four clothing brands also all have sections on their website dedicated to recycling.
These sections are easy to find from the home screen and take less than five clicks to obtain the
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information once on the websites. Any page relating to recycling and eco-friendly activities must
be easy for a consumer to find.
Another digital point of contact with a brand is the brand’s social media platforms. The
green clothing brands from above have social media posts referencing recycling efforts. Each
brand referenced ‘recycle’ or ‘recycling’ on social media a handful of times. Less than 1% of all
content from the last five years on the businesses’ Twitter pages was about the subject (Lascity
& Cairns, 2020).
There is more involved in green branding than simply telling the public that the
organization recycles clothing. Part of the dialogue needs to be about how to maintain
sustainability at home. Purchasing sustainable items in retail is a part of the process, however,
trying to implement sustainable care, maintenance, and cleaning practices at home is another
challenge. One method to create dialogue is through a special tag added to the price tag that
informs the customer how to reduce carbon emissions, water consumption, and general pollution
when taking care of garments saved from landfills. H&M “started discussions with Ginetex [in
2011], which is the owner of the current global standard care labeling system, aiming to develop
a globally applicable care label that promotes conscious garment wash and care instructions,
reducing water and energy use in the ‘user phase’ of the product life cycle. H&M planned to
launch the new care label in summer 2013” (Golinska, P., & Ho, D. C. K., 2014).
Wossen Kassaye (2001) states that public opinion surveys have shown US consumers are
willing to pay as much as 5% more for eco-friendly products. This is confirmed by a study as
seen in the Secondary Research Appendix Chart C. 76% of respondents said that they would be
willing to pay more for home furnishings that were certified to be legitimately environmentally
safe. 31% of respondents said that they would be willing to pay up to 5% more and 28% said
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they would be willing to pay up to 10% more. This combined with consumers’ willingness to
thrift and purchase from environmentally friendly brands helps generate additional revenue
(Furniture Lighting & Decor, 2019).

Primary Research
Goodwill NPS
A net promoter score survey assesses how the public views a specific brand. Respondents
are asked on a scale of one to ten, where ten is the highest-ranking score, to rate their experience
with the business. The respondents are then asked their opinions on specific consumer-facing
business practices, such as price and employee interactions. If a consumer is not happy with their
experience, then they are not likely to return or stay loyal to the brand. Therefore, Goodwill can
improve its consumer-facing business initiatives using the results of this data.
Before looking at the actual results of the promoter score, it is important to understand
what aspects of a business are most important to customers. Goodwill’s thrift stores have four
important components: the brand’s reputation, interactions with employees, store environment,
and the prices of the merchandise for sale.
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As displayed in the graphs above, the prices of the thrift store and the brand reputation
are the most important factors when someone is choosing to shop at such a retail space. No
respondents thought that price was “not at all important”. Therefore, more people believe that
price is important or extremely important. This could mean that Goodwill stores should continue
to carefully price their products since customers are constantly looking for items that are not very
expensive and fairly priced. Goodwill stores are known for having reasonable prices, therefore, if
Goodwill continues to use the same pricing methods, customers are more likely to stay loyal to
the company.
For all of the indicators above, over half of respondents agreed that these different
aspects of a brand are important to their satisfaction. It can therefore be concluded that if a
business does not give a satisfactory impression in one of these factors, they are likely to not
return. This can translate to a loss of revenue, opportunity, and brand loyalty.
The graph below is the results of the actual net promoter score questions that were asked
in the survey. Respondents were asked, “How likely are you to recommend Goodwill?”
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The red color means that someone rated the questions between a 1 and a 6. These are
people who are not satisfied with their experiences and are therefore labeled as “detractors”. The
gray section represents “passives” or people who responded with a 7 or 8. These are individuals
who do not have a strong opinion either way, where in most cases, customers are satisfied with
their service but do not proceed to go above and beyond with helping increase brand awareness.
These numbers are considered “safe” answers. In the blue section are those people who are
“promoters'' or those who would recommend Goodwill if prompted. These are people who voted
a 9 or a 10. Promoters are more likely to spread brand awareness through word of mouth.
As the graph shows, nearly half of the people voted for a promoter. In general, this is a
good indication that Goodwill is doing well as a business. About a third of people do not have an
opinion of the brand. Goodwill should target these individuals with marketing messages. Since
they currently have a neutral opinion, it can be relatively easy to take it one step further with
certain services and change them to promoters.
The general promoter score can be divided into four categories as discussed before. When
asked, less than 10% of respondents had a negative perception of Goodwill’s reputation. Over
two-thirds of respondents do have a positive perception, despite misinformation described in the
Goodwill awareness survey and the affiliation survey below. If more people understood how
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much Goodwill gives back to the community, more people would vote on the positive. Goodwill
should promote the amount of money that is donated back to the community, how much volume
they recycle and keep out of landfills, and the number of people positively impacted by the job
training or youth programs Goodwill hosts.

Slightly more respondents had a negative opinion of their experience when they
interacted with people employed by the company. However, most respondents answered
positively. It is possible that the people who experienced a negative experience with Goodwill’s
employees may have only experienced that only once or twice since people tend to remember
negative behaviors. To avoid any more negative experiences, additional staff training or more
frequent mini-training sessions could help improve customer service experiences.
The responses for Goodwill’s store environment were similar to the responses related to
employee interactions. Over three-fourths of respondents have a positive opinion of Goodwill’s
store environment. When prompted, respondents commented that they would like to see less dust
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in the stores. Actions such as tidying up the displays of non-clothing items can improve the store
environment.

Over three-fourths of respondents are happy with the prices of merchandise for sale in the
retail locations. A significant amount of people are indifferent or neutral on the topic. This could
be because the prices are comparable to those at other thrift stores, such as prices at Salvation
Army. Lowering prices may not be the answer to improving the public’s opinion. If there was
more communication online about sticker colors and sales, then more people may have a positive
attitude towards pricing.

Goodwill Awareness
Upon exploring Goodwill of Akron’s headquarters during the Fall 2021 semester, we
realized we did not understand how Goodwill generates revenue or how they give back to the
community. We did not know that Goodwill had business operations recycling textiles. Nor did
we know they had a business partnership with Dell to recycle technology. We certainly did not
know the organization conducted industrial sewing operations.
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When realizing how little was known about Goodwill and how it operates, we wanted to
research if this lack of knowledge about the company was widespread. We created a survey
asking respondents if they shop at Goodwill, what kind of organization it is, the difference
between a nonprofit and for-profit company, and what kind of things Goodwill does to generate
revenue.
We first wanted to discover if the public understands that Goodwill is a non-profit
organization that gives most of the revenue back to the community. As seen in the graph below,
less than two-thirds of respondents correctly marked Goodwill to be a non-profit organization.
About a third of respondents believed Goodwill to be a for-profit organization.

If one out of three people believes the money generated from their donations lines the
pockets of the organization, then they are not likely to donate to Goodwill. Instead, their
donations go to the Salvation Army, a local family-owned thrift store. Not only does Goodwill
lose a third of revenue generated from donations, but its competitors become more of a threat.
This question allowed us to understand more about the target audience, as well as the age groups
of the customers, and how much people know about Goodwill. Although the results were
surprising, they allowed us to understand what customers should know about Goodwill, and what
exactly should be marketed to receive more donations. It was learned that the fact that Goodwill
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is a non-profit organization should be conveyed to potential and current donors since many
people are still unaware of that.
Using the same color scheme as the graphs above, blue in the graph below indicates the
number of respondents selecting “nonprofit” as their response to the question. Light gray
indicates “for-profit” and dark gray indicates “government organization” as the respondent
answers.

The age group that understands Goodwill the best are 45- to 54-year-olds because more
than three-fourths of people understood Goodwill to be a nonprofit entity. About two-thirds of
18- to 24-year-olds, typically university students, answered the question correctly. Age groups
that may need to have a better understanding of Goodwill are individuals between the ages of 25
and 44. The survey only highlighted two individuals under the age of 18. Therefore there is not
enough data to show the demographic’s understanding of the business.
We also wanted to find out if people understood the difference between a non-profit and
a for-profit organization due to this intriguing discovery. Less than 5% of respondents answered
that they did understand the difference while the majority simply wrote that they did not
understand. This could mean that they do not know the difference but are embarrassed to say
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otherwise. They have a general idea of the difference, but cannot articulate the distinctions, or
they do understand the difference but are afraid of being wrong.
Promoting information about the differences between for-profit organizations and
nonprofit organizations can be key in engaging with the community but also in bringing potential
consumers to the retail locations.

It was also important for us to understand if the respondents had shopped at Goodwill.
This would help show the popularity of the Goodwill thrift stores and whether or not Goodwill
can make more revenue if they were to create a marketing campaign inviting people to shop.
As you can see in the graph above, about the same number of respondents answered
“yes” as they did “no”. A significant number of respondents did not remember if they had
shopped at Goodwill in the past. This could mean that the respondents have gone thrifting in the
past but simply do not remember the name of the thrift store. If this is the case, then marketing
promoting Goodwill as an ideal thrift store outlet can bring the individuals in the “not sure’
category to Goodwill.
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In addition to understanding the public’s interactions with Goodwill and their
understanding of what it means to be a non-profit, we wanted to understand what information
people knew about Goodwill.
The way that Goodwill gives back to the community is the main reason why they
generate revenue. If people do not understand how much money Goodwill gives back, then they
are unlikely to participate in donation processes or shop at their locations. Therefore, we
included a question in the Goodwill awareness survey to understand how much of the public
understands the amount of money per dollar that is put back into the community.

Less than 10% of respondents correctly answered the question. Most people believe that
Goodwill gives back about 30 or 50 cents per dollar. If people were properly educated about how
much Goodwill gives back to the community, then they may be more likely to participate in
Goodwill’s mission.
Similarly, we wanted to see if people understood what Goodwill does. Since we did not
know Goodwill recycles textiles or electronic parts, we wanted to see if the public also did not
know.
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As you can see, responses vary. There are many misconceptions and uncertainty about
what Goodwill does to generate revenue, aside from the thrifting locations. A fourth of people do
not know if Goodwill recycles electronic components. This may be why people do not think of
donating electronic components with more common items like clothing or children’s toys.
Similarly, a significant portion of respondents could not say with certainty that Goodwill
recycles textiles. If this was communicated to the public, they may donate clothing in higher
quantities, allowing the organization to generate more revenue.
Interestingly, many people believed that Goodwill does recycle glass and ceramics. Due
to the numerous laws made by the EPA regarding these materials, Goodwill struggles to recycle
these materials. If this knowledge was made public, this could reduce the number of donations
Goodwill receives. Therefore, any marketing efforts regarding ceramics and glass recycling
would need to be framed as a future initiative.
We also wanted to assess whether the public was familiar with all of the different
activities Goodwill initiates to help the community. Such activities include job skill classes and
events, total recycled materials by poundage, and youth programs.
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The data shows that the public is unaware of what Goodwill does to help the greater
community. The correct answers are highlighted in blue in the graph above. The majority of the
respondents underestimated the impact of Goodwill’s operations on the local community. This
may tie into the fact many people believe Goodwill to be a for-profit organization. If the public
were to be made more aware of these community events and milestones, they may be more likely
to participate in the events themselves or support the cause by other means.

People’s Affiliation with Goodwill
We wanted to determine what kind of items people would expect to find at Goodwill. If
certain types of items are associated with the brand, then people are likely going to seek out such
items when shopping at Goodwill thrift stores. If a product is associated with Goodwill, but is
not an item that would typically be donated, this discrepancy is an opportunity for revenue
generation.
We created a survey in Qualtrics consisting of five questions asking the same thing: rank
each item in accordance with what you would expect to find in a Goodwill store located in
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Summit, Portage, Medina, Ashland, or Richland County. These are the counties that would
generate revenue for Goodwill of Akron. We continued the prompt by clarifying the ranking
system. A rank of one means that the person taking the survey believes the product is extremely
likely to be found. A rank of 10 means that the person taking the survey believes that the product
is extremely unlikely to be found.
Each of the five questions featured 10 distinct items that did not appear in the other
questions for a total of 50 items. Products included types of furniture, clothing, household items,
children’s items, technology, and random items found across an average household. We
showcased these categories in the graphs below using colors. The meanings of these different
colors are as follows:
Clothing and Accessories
Children's Items
Miscellaneous
Household Items
Furniture
Technology

We wanted to analyze the products that are most associated with Goodwill. Some items
were ranked as the top three items more frequently than others. Below are graphs that show the
items ranked as one, two, and three most frequently.
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Based on the amount of orange featured in these graphs, many people expect to find
household items like decor, light fixtures, and items used when eating or drinking. Fifteen of the
thirty items ranked above are household items. However, when looking at a Goodwill floor plan,
most of the space is dedicated to clothing. If so many people are looking for non-clothing items,
perhaps this is an indication Goodwill should increase space for items instead of clothes.
T-shirts and jeans are the top two items ranked in the number one category. Over 80
people ranked clothing items as products they would most likely find when thrifting. This is to
be expected since much of the merchandise Goodwill sells in its stores is dedicated to clothing
and accessories.
Only one of the items in the top rankings constitutes furniture. This is unfortunate as
furniture and home furnishings generate 20.1% of the thrifting industry’s revenue. Only around
half of all revenue generated from thrift stores comes from clothing. For more information about
this, please reference the opportunity section of the SWOT analysis discussing furniture sales.
It is important to note that some of the items above are featured in several of the graphs.
Many people may have ranked a particular item as the third most likely from the list of 10 items.
Others may have ranked that same item as first in the list of 10 items. This means that the
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respondents of the survey have a strong association between Goodwill and those items. It also
means that they are likely to shop at Goodwill retail stores searching for these items.
The graph below highlights the items that appear more than once in the color blue. The
items in gray only occur once between the three graphs.

Some notable items occur twice and only occur once. The first items to highlight are tshirts and jeans. Nearly half of respondents listed T-shirts as the item they would most likely find
at Goodwill. Because there are so many votes for the number one spot, there are not enough
votes remaining to put the t-shirts in the top 2 and top 3 categories. Jeans are ranked second in
the number one graph and tenth in the number two spot. This does not necessarily mean that
jeans are more popular than t-shirts, it just means that the votes were dispersed enough for there
to be enough votes to help jeans rank twice.
Other notable items to look at are items related to children. The toy wagon is featured in
all three graphs. However, children’s toys are only listed once in the “Ranked 1” graph. This
may be because not enough people donate children’s toys or that people purchasing toys for their
children typically search elsewhere. Toy wagons may have been misinterpreted as decorative
items instead of something for a child. With the popularity of the home decor item often
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referenced as the “red truck”, a decorative wagon may be a good substitute. People may have
also read the directions incorrectly and may have answered thinking they would want Goodwill
to carry those items in the future.
Looking at the items least associated with Goodwill is also important. In the survey
given, items ranked ten, nine, or eight are the items people expect not to find when shopping at
Goodwill retail locations. If people do not think of Goodwill when purchasing a particular
product, that product is likely to sit on the shelves for sale for a long time. If Goodwill does carry
these items, then Goodwill must create marketing campaigns to help create associations between
the brand and the products.
Following the same color key as referenced above, below is a graph featuring the items
least associated with Goodwill thrifting stores.

Many of the products least associated with Goodwill are in the color purple, meaning that
they are miscellaneous items. Some of these items fall under the category of personal care,
packaging supplies, food, and pet supplies, among other categories. This may be because
Goodwill simply does not accept these types of items in the donation process. If this is the case,
then the items would never appear on the shelves.
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It is also important to note that people do not expect to find outdoor patio furniture or an
outdoor umbrella. We classified these items as ‘furniture pieces’. As mentioned above, a
significant portion of the revenue generated by thrift stores comes from furniture. If people do
not associate Goodwill with furniture, then this source of revenue suffers.
Many people do not think of Goodwill when purchasing electronics. This could be an
advantage if Goodwill could generate more revenue on electronic items by recycling them rather
than selling them to consumers.
Some of these items occur more than once in the top 3 least associated items. In the graph
below, the items listed in blue occur more than once in the thirty items least associated with
Goodwill. The items in gray only appear once.

Almost all of the top ten items ranked second for least expected to find also appear in the
first and third-ranking positions. This means that respondents were consistent with the times they
did not expect to find in a Goodwill retail location. These items may have a poor donation rate,
so even if Goodwill were to accept the items, they would not appear on the shelves for sale.
When collecting this data, it became apparent that we needed to send out a survey
analyzing what people are likely and unlikely to donate. We duplicated the product affiliation
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survey and changed the prompts. We asked participants to assume they had all of the items in
their homes. We then asked the participants to rank each item in accordance with what they
would most likely donate to Goodwill.
Like the product affiliation survey, there were 5 questions with ten items per question.
Participants ranked the ten items in accordance with what they would donate. Using the same
color scheme outlined in the key above, below are some graphs depicting the items people would
most likely donate.

T-shirts ranked top of the top. This correlates to people expecting to find clothing sold at
Goodwill retail locations. Jeans, children’s toys, novels, mason jars, and toy wagons also
correlate with the top products likely to be found in a Goodwill location.
It is also important to look at correlations between the top three rankings above. The only
furniture people are likely to donate are cribs. However, since cribs can be also considered kid’s
items, it is important to note that people are likely to donate toy wagons, children’s toys, and
stuffed animals. The latter is most likely to be donated out of the three categories since it is the
only one that appears in the third-ranking category. This may mean that Goodwill should create a
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section of their stores to support new mothers or single mothers. These are women who are likely
financially strained and could turn to Goodwill to support their families on a budget.
When looking at this data, Goodwill needs to understand the correlation between what
kinds of items people are likely to donate and what items are likely to be found in the stores.
Below is a graph highlighting the correlations between the likelihood to donate and the
likelihood to find in Goodwill. Items highlighted in blue can also be found in the graphs above.

Items highlighted in gray are those that are likely to be donated but people do not
associate with Goodwill. These are items that Goodwill needs to promote. If people are willing
to give stuffed animals, then Goodwill should promote the product to increase revenue. The same
is true for power tools, socks, plastic bottles, and sculptures. These are all areas that are potential
sources of revenue for Goodwill.
We also need to look at the items that are likely to be donated but are not expected to be
found in a Goodwill store. There is no reason to display a graph because there is no overlap in
the data sets. The items that people are likely to donate are not unlikely to show up in thrift
stores.
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If people do not know they can donate an item but Goodwill can make revenue off of that
item, then Goodwill loses the opportunity to do so. The types of items that are not likely to be
donated range in type, as can be seen by the diversity of colors appearing in the graph below.

Unfortunately, people are not likely to donate extension cords. This means that Goodwill
cannot profit off of the electronic components within the chord. People might not know that
Goodwill accepts old or broken electronic components or that Goodwill will recycle components
that are not in working condition. If the public does become aware, then they may be more likely
to donate.
The same can be said about outdoor furniture. If people do not know that Goodwill would
accept the items, then they cannot generate revenue from the item. Proper messaging to the
community can correct this issue. If people know they can donate furniture pieces, then Goodwill
can see an increase in revenue.
If Goodwill does decide to create sections of the store dedicated to new mothers and
single mothers, as we mentioned above, then boxes of diapers should be made available to the
public. If people do not know they can donate boxes of diapers, then Goodwill misses out on
providing this opportunity to a new demographic.
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Goodwill needs to also understand what is not being donated but people expect to find for
sale. If there is not enough supply compared to the demand, then Goodwill is losing revenue.
People cannot purchase items that are not available for sale. In the graphs below, the items
highlighted in blue are those that consumers expect to find in thrift stores.

The only item that people expect to find but are not likely to donate is picture frames.
Through proper communication with the public, we believe that Goodwill can convince people
to donate more picture frames instead of throwing them away. In this way, Goodwill can
generate revenue on items people already associated with Goodwill.

SWOT Analysis
Strengths
Strong Brand Recognition
People recognize the Goodwill name and logo. This does not necessarily mean that
people understand what Goodwill does, as can be seen in the research above, but recognition and
awareness are key components of a brand’s strength.
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Individuals in the community associate Goodwill with thrifting items, including furniture,
clothing, fixtures, appliances, and many others (see Product Associations above). This is a
strength because individuals seeking those items with little disposable income can turn to the
Goodwill retail locations to fulfill their needs. Due to this awareness, Goodwill can capture those
sales, taking revenue away from companies that sell competitive products.
Members of the community also associate Goodwill with a place to donate almost any
item at their disposal, within reason. People’s awareness of Goodwill accepting donations means
that the organization can capture that inventory. These donations mean that Goodwill can capture
revenue while preventing competitors from doing the same since the donations did not go to the
competitors.

Price of Retail Goods
Goodwill keeps its pricing on clothes and household items low compared to other stores.
Many customers shopping at Goodwill look for bargains, rare collectibles, and name brands for
very low prices. The affordability of the items, as well as the wide variety of items that are in the
store, give Goodwill a competitive advantage. To keep this price advantage, Goodwill needs to
have a strong brand presence to be able to keep donation levels high and pricing low.
Due to the low price point, Goodwill can capture sales from consumers who are on a
small budget and may not be able to shop elsewhere. This customer segment helps Goodwill turn
over more products, increasing revenue and the number of goods that do not go into landfills.
The low price point also helps attract customers who typically shop at competitor retail locations
since the prices are known to be so low.
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Weaknesses
Misconceptions about Organizational Structure
To the general public, all Goodwill locations across the country appear to be run by the
same headquarters. It is not until someone speaks to the management of the local headquarters,
such as Nan Mclenegan, that someone realizes each headquarters is run separately. This is due to
poor communication with their consumers.
This misconception is an issue because it can affect the way consumers interact with the
organization. If individuals have a sense of loyalty to Goodwill Industries of Akron, then they
are more likely to shop at locations in the counties under GIA’s jurisdiction. Since there is such a
misconception about the organizational structure, the public may think that shopping at Goodwill
in one county is the same as shopping in another county. In turn, this can affect the revenue of
each headquarters.

No Awareness of Operations
The public may not be fully aware of all of the goods and services that are available at
Goodwill. It may not be apparent to the people served by Goodwill of Akron that the local
donation sites will recycle textiles in some capacity. The public may also be unaware of
partnerships Goodwill has with other companies. For example, their relationship with Dell to
recycle electronic equipment.
Although there are many other services Goodwill provides that the public may not know
about, the technology recycling services are in most need of recognition. Many people have old
and used pieces of technology that they may be looking to get rid of. They need to know that
Goodwill has recycling initiatives. Otherwise, members of the community are likely to recycle
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the electronic equipment elsewhere or discard it to a landfill, preventing Goodwill from profiting
off of the missed donation opportunity. This lack of awareness is likely costing Goodwill a
significant amount of revenue simply because individuals are turning over their old technology
to other donation sites.

Opportunities
Growing Thrifting Industry
The thrifting industry is composed of stores that sell mostly donated and used goods, with
the intent of donating a significant portion of their proceeds to charity. This industry does not
include consignment shops, antique shops, rare books stores, used records stores, and other
resale shops that do not allocate a significant portion of their revenue to charitable activities.
This industry creates $10.3 billion in revenue annually, yet only creates $631.2 million in
profit. This is due to the charitable nature of the industry. There are about 23.5 thousand
businesses in the industry with no major players to speak of (Thrift Stores: Industry at a Glance
2020). This is not a threat for Goodwill since the demand for secondhand clothing is increasing.
In 2016, only 45% of consumers over the age of 18 bought or were open to buying second-hand
products. This increased to 86% in 2020 (2021 Fashion Resale Market and Trend Report, Size
and Impact). This is an opportunity for Goodwill to step ahead of its competitors and use its
growing brand image to be the face of this market.
Additionally, there is a growing demand for secondhand goods that is confirmed by
revenue projections for the next 4 years. 33 million consumers bought second-hand apparel for
the first time in 2020. 76% of those first-time buyers plan to continue purchasing second-hand
items in the next five years. The resale industry is projected to grow 5.4 times over the next five
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years. This is only accelerating post covid (2021 Fashion Resale Market and Trend Report, Size
and Impact).
These trends are due to younger generations having more interest in thrifting. Millennials
and Generation Z are shown to be a fast-growing consumer demographic for thrift stores. 42% of
all consumers and 53% of millennials and Gen Z say they will spend more on secondhand in the
next five years (2021 Fashion Resale Market and Trend Report, Transforming Closets). Revenue
for the industry is projected to increase an annualized 2.7% during the period to $11.8 billion in
2025. It is more encouraging to hear that from now until 2025, per capita disposable income is
expected to rise every year at a rate of 2.3% (Thrift Stores: Industry Outlook 2020). Goodwill
can take advantage of this increase in revenue by utilizing its marketing to reach these new
emerging demographics.

Furniture Sales
Furniture and home furnishings generate 20.1% of the thrifting industry’s revenue.
Consumers turn to thrift stores for items such as outdoor furniture, decorative home fixtures,
household appliances, indoor furniture, kitchenware, and other home goods. Only 56.5% of thrift
store revenue is generated through used clothing (Thrift Stores: Industry at a Glance 2020) This
gives Goodwill the ability to expand its donation line with an opportunity for growing revenue. If
Goodwill creates a service that allows people to donate furniture and home furnishings more
easily, the organization can benefit from this industry trend. By having a limited quantity of
furniture, they are hindering this revenue-generating product category.
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Increase in Sustainability-Minded Consumers
There has been a growing number of consumers looking to make sustainable or unique
purchases. If a business communicates with the public that they are sustainable, then the business
may profit from this trend. Since thrift shopping is one of the most popular forms of specialized
shopping, communication can be targeted towards millennials and Generation Z for positive
results. If Goodwill can target a portion of its marketing strategies to this new consumer
segment, it will be able to increase the number of sales. In turn, this will increase their revenue.

Threats
Growing Discount Department Stores
Discount department stores and mass merchandisers will likely continue to become a
growing threat (Thrift Stores: Industry Performance 2020). In the next four years, the number of
competing thrift stores is projected to increase at a rate of 1.8% to about 27,600 thrift stores in
the United States (Thrift Stores: Industry Outlook 2020).
Amongst all of these new competitors entering the thrift store industry, Goodwill’s
popularity may dwindle. Not only could people shop elsewhere to satisfy their needs, but they
could also donate elsewhere. In turn, this can negatively impact Goodwill’s revenue from sales
and reduce the number of donations Goodwill receives.

Economic Downturns
During economic downturns, household incomes suffer. However, it is not just household
incomes that are lower, since revenues for nonprofits are also affected negatively. Due to this,
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individuals are less inclined to donate, and corporate partners and foundation donors are less
inclined to give.
It is at these times that nonprofits’ financial and human resources are lower. Employees
lose their jobs so that the organization can get through the unexpected downturns. As a result,
companies must make adjustments in times of economic distress that will help buffer their
revenue losses.

Social Media
Message
The first type of “green” communication revolves around the number of items that
Goodwill has prevented from going into landfills. This includes the number, volume, or weight
of textiles that circulate through Goodwill. These numbers could come out once a quarter, once a
year, and also from the beginning of Goodwill’s existence. Similar information about metals,
plastics, and computer equipment should also be shared. What is more, Goodwill should promote
the positive impact the organization has on the planet by preventing these items from being
thrown away. By sharing the quantity of carbon dioxide not emitted due to the organization’s
efforts, Goodwill can reinforce the concept that its existence helps the world.
Goodwill should also communicate the quantity of carbon dioxide displaced by their
collection efforts. Furthermore, they should communicate various equivalents. For example,
ThredUp states that its retail-as-a-service platform displaced 24.7 million pounds of carbon
dioxide. They continue, stating that this is the equivalent of taking 868 thousand cars off the road
for a day (2021 Fashion Resale Market and Trend Report, Educate and Elevate).
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Goodwill needs to help the public understand the impact of purchasing a single item of
clothing from their stores instead of a non-secondhand retailer. Such communications need to
include the fact that a single new clothing item produces 21.1 pounds of carbon emissions, 38.8
kilowatts of energy, and 78.5 gallons of water. If we assume that 30% of the product lifetime is
complete when reused to calculate relative savings, these numbers go down significantly. A used
clothing item only produces about 3.7 pounds of carbon emissions, 4.8 kilowatts of energy, and
1.2 gallons of water (2021 Fashion Resale Market and Trend Report, Size and Impact).
Many people are concerned about how carbon emissions affect global warming.
Goodwill needs to communicate on their social media platforms that an item purchased used
versus new displaces 17.4 pounds of carbon emissions. This means that buying used reduces a
consumer’s carbon footprint by 82% (2021 Fashion Resale Market and Trend Report, Size and
Impact).
The sustainability message should not stop as purchasing. Goodwill should also share
messages about sustainable packaging. Mailers, bags, hangers, and other such items should have
an environmentally friendly twist. Goodwill should promote these changes and how they will
affect the environment in the long run. Similarly, Goodwill should communicate how their
responsible shipping practices save unnecessary packaging materials and transportation
resources. Communications should continue by explaining how this reduces the level of carbon
dioxide in the atmosphere.

Platforms
The most effective way to increase brand awareness would be to use digital avenues.
More specifically, Goodwill should use mainstream and popular social media platforms to post
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and inform the greater Northeast Ohio area about Goodwill as an organization, its impact, and its
mission. Since social media platforms are used several times a day by different demographics, it
will help not only inform current customers about Goodwill but can also help bring in new
customers. The social media platforms can be used to inform customers more about the brand
itself, as well as the new green branding efforts.
When posting a stagnant image to social media, we recommend Goodwill does so on
their Instagram profile, Facebook profile, Facebook community pages, LinkedIn, and LinkedIn
community pages. It is important to note that the same picture should not be posted on all of
these platforms at the same time. We recommend that Goodwill stagger their posting schedule so
that more interactions are made on each platform. Content creators working for Goodwill should
consider whether they should post to the main feed of the social media content, or additional
sections, such as Instagram Reels. We do not recommend posting pictures to Twitter since the
content has less than 5 minutes before it becomes buried by other content.
We recommend that Goodwill produce more interactive images or GIFs instead of
stagnant images since this content will usually bring more interactions and views. We believe
that for every three GIFs or interactive images Goodwill creates, they should only have one
stagnant image. These GIFS can be posted to Instagram, Facebook, LinkedIn, and Pinterest.
When it comes to Instagram, we recommend that the content is posted to the organization’s feed
and also to their reels. We also recommend Goodwill do the same thing with Facebook, in
addition to posting to local community pages.
Videos receive the most attention and interaction across all platforms. We recommend
that whenever Goodwill creates a 15-second video, they stagger the content posting schedule
across TikTok, Instagram’s feed, Instagram’s reels, Facebook pages, Facebook’s feed,
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Facebook’s reels, YouTube shorts, LinkedIn, and Twitter. A short 15-second video can help
lengthen the lifetime of a post on Twitter, making the post more valuable. TikTok’s algorithm
values completion rate, meaning that someone views the video through to the end. Therefore, a
shorter video would do better than a longer one.
Videos that are about a minute in length should be posted to Facebook, Instagram,
YouTube Shorts, and LinkedIn. Other platforms do not have an algorithm that promotes these
medium length videos, and will not show them in the feed. In contrast, video content ranging
from 3 to 5 minutes should only be posted to YouTube, LinkedIn, and sometimes relevant
Facebook community pages. Any other platform would not promote the content or simply may
not allow you to post the longer videos.

In-Store Marketing
Not everyone interested in Goodwill’s retail operations will follow the brand online.
Therefore, some people may be unaware of the environmentally friendly initiatives and messages
posted online. This is why we suggest adding some environmental impact statistics in the
physical retail locations. Ultimately, this will increase brand awareness with people who actively
shop at Goodwill.

Community Impact Promotions
One method of communicating Goodwill’s impact on the Northeastern Ohio community
is through the use of posters or promotional flyers inside stores. Although this is already done on
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the sales side, such as which colored tags are on sale that particular day, we suggest that
Goodwill incorporate posters and banners discussing community impact statistics.
Information on these posters should include the number of people hired by Goodwill in
the previous year. This helps communicate how many families are touched by Goodwill’s
employment efforts. The posters should also include the number of walk-in training sessions,
youth programs, and other events that communicate how Goodwill positively impacts those who
are not directly involved with Goodwill’s operations. In addition, there should be a list of events,
and their respective dates, in the current year people can attend. This will help bring awareness to
the events and can bring in more attendees.
Other facts that should be included in these posters involve the environmental impact
statistics from the year before. Such statistics could include the number of items processed to
date, the poundage of clothing saved from the landfills, the amount of carbon emissions
prevented from being produced due to their efforts, and other footprint-related statistics. Sharing
posters and banners in each store with this information will allow customers to learn more about
green branding in general, but also learn how Goodwill is doing their part to help the community
beyond economic impact.
The only issue with banners and posters is that they would need to be changed out every
year. This creates a substantial amount of unnecessary waste. An alternative to this dilemma is
implementing a chalkboard mural. Each year, Goodwill can hire a local chalkboard artist to
creatively display the chosen statistics. Not only does this promote local talent and spur local
economic growth, but it also displays the information in a custom, unique way.
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Branded Merchandise
Branded merchandise, such as draw-string bags, reusable water bottles, and t-shirts, could
help promote Goodwill’s environmentally friendly campaign. These can be sold in a special
section of the store, either in the front when customers first walk-in or right before the cash
registers, that would catch the attention of shoppers.
These items would feature graphics explaining how shopping at Goodwill makes the
wearer more sustainable and helps the environment. Below are three examples of what the
branded items could say:
“Because I bought this t-shirt at Goodwill, I displaced 17.4 lbs of
CO2 emissions.”
“Buying second hand at Goodwill helps me prevent [Number]
BILLION lbs of CO2 from going into the environment.”
“I donated my stuff to Goodwill, adding to the [Number] lbs of
items Goodwill saved from landfills. “
These items would spread the environmentally friendly branding Goodwill promotes
beyond their platforms and stores. People who are not subscribed to Goodwill’s online content or
who do not shop in stores would learn about the organization’s initiatives. The branded
merchandise, although probably slightly pricier than other items, would help spread awareness of
Goodwill’s environmentally friendly initiatives beyond the walls of their retail stores.

Environmentally Conscious Tags
Once an item is purchased from Goodwill, the environmentally friendly initiatives should
continue. One way to help Goodwill’s customers to continue making environmentally conscious
decisions is through the use of informative tags, or “green” tags.
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The implementation of sustainable care, maintenance, and cleaning practices at home can
be a challenge. Through the use of the “green” tags, Goodwill can initiate a dialogue that informs
its customers about how they can reduce their carbon footprint, water consumption, and general
pollution while taking care of their clothing.
Ginetex is the owner of the current global standard care labeling system. Using this
system, H&M developed a globally applicable care label that promotes conscious garment wash
and care instructions, reducing water and energy use in the ‘user phase’ of the product life cycle.
This tag was launched in 2013.
Goodwill can utilize and improve upon this idea by updating the information. Updates
can be made based on the changes to washing machines, detergent concentrations, and current
drier emissions. We believe that by incorporating such tags, consumers will find Goodwill’s
sustainable messaging to be more credible. It will show consumers that the organization is not
just saying they have an impact on the environment, but that they are trying to reduce the carbon
footprint of clothing beyond the retail space.

Website Improvements
Information Updates
Goodwill can take inspiration from other companies whose website promotes
environmental impacts and sustainability efforts. One such company is Babcock and Wilcox.
Their website’s home page starts by presenting recent accomplishments toward green initiatives
and how other individuals can work on their end and achieve the same (Babcock and Wilcox). In
comparison, Goodwill’s home page only features its different business functions and how it
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relates to its mission. We propose that Goodwill change their homepage to feature metrics the
organization has achieved while working on its mission.
The point of making these changes is to connect to the public first and foremost with
information relating to Goodwill. It is important to include avenues for consumers to volunteer
or donate. However, if consumers are doing neither of those things and are looking to simply
shop at Goodwill or to learn more about the organization, then presenting the poundage of
recycled materials or how Goodwill is improving its carbon footprint should be first.
Aside from the placement of information on the home page, Goodwill should focus their
efforts on bringing sustainability messages to its blog. The more blog posts Goodwill features on
its website, the more ways the public can find Goodwill’s environmental impact. In addition to
fashion advice and how to transform furniture found in thrift stores, Goodwill should include
blog posts educating viewers about the benefits of buying secondhand, how they can reduce their
carbon and water footprints, and other environmentally-friendly topics.
These blog posts should feature casual language and avoid passive voice. Search engines
will not promote content that contains passive voice, negating any efforts taken to write the blog
posts. These short essays should exceed 1,600 words to help Google’s algorithm promote the
content. They should also be at a ninth-grade reading level so that anyone with any background
can understand the content.
In addition to the casual writing style, blogs should have many short paragraphs no more
than five sentences to help the reader follow along. This technique of breaking up paragraphs is
called “white space” and helps ease the reader into the content. Another way to include white
space is by occasionally inserting images between paragraphs. A good rule of thumb to follow is
to include an image every 400-500 words.
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E-commerce Updates
The e-commerce industry is projected to steadily grow in the next few years. However,
the bidding system in place on ShopGoodwill is antiquated compared to other e-commerce sites.
Both eBay and Etsy have the option to outright purchase an item instead of bidding on their
platforms. The bidding option on Goodwill’s e-commerce platform is most likely created as a
way to give people a chance to obtain the item for less money. However, offering the option to
outright purchase an item speeds up the process for consumers on the app and website. If a
bidding system is in place, individuals are focused more intently on the bid they are currently
part of. In turn, attention is removed from other products, which can potentially affect total
revenue.
Consumers can be incentivized in several ways to keep returning to the app or website.
Push notification on someone’s phone is one way to inform customers about deals. These
notifications could go off when certain types of items are on sale. An example is an algorithm
providing certain deals depending on the user’s previous purchasing habits. Other incentives
could include getting a certain amount off their next order if they exceed a certain dollar amount
buying items today.
Another update to the e-commerce portion of the website would be to introduce an
upselling algorithm, the likes of which are used on sites like Amazon. Common examples of this
include sections titled “users often seen purchasing these items together,” or “more from this
brand.” According to Adil Khan (2021), this is referred to as the Apriori algorithm (Khan, 2021).
It combines three metrics: support, confidence, and lift. Support measures what percentage of
total transactions contain combinations of items being purchased. Simply take the frequency of
certain items found being purchased together and multiply that number by the number of
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transactions. Confidence takes the support metric and divides it by the product currently in the
basket. The lift metric takes the confidence metric and divides it by the frequency of the
recommended item. For this metric, the more the number is greater than 1, the more valuable the
recommendation becomes. The purpose of the algorithm is to get consumers actively shopping
online to purchase more items than they originally planned. It makes the consumer see more
product options, increasing the revenue made from online purchases.

App Shopping
Going Green Through the App
In the post-pandemic world, many people have turned to online shopping through the use
of apps. This means that Goodwill could access many more consumers by simply creating and
promoting a user-friendly shopping experience. Not only would an app help Goodwill gain more
customers, but competitors like ThredUp see an average turnover rate of 7 items per consumer
(2021 Fashion Resale Market and Trend Report, Size and Impact). Goodwill sells an average of
3 items per consumer in stores, so online shoppers could more than double their revenue
projections.
Consumers who value sustainability and eco-friendly alternatives should be informed that
by purchasing secondhand clothing online instead of in person, they are preventing excess
carbon emissions from entering the atmosphere. The mail carriers already stop by every house,
so delivering a few more boxes would not add a significant amount of carbon dioxide into the
atmosphere. By utilizing infrastructures that would minimize someone’s carbon footprint, the
promotion of Goodwill’s app would help reduce consumers' footprints.
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App Improvements
The ShopGoodwill app could use a few improvements to gain more downloads. First and
foremost, the app needs to be completely restructured to be separate from the website. We
recommend this because Goodwill needs to be able to determine consumer behavior and match
the demand of the app versus the website. The information gathered from determining where
customers acquire goods from Goodwill can help lead to further improvement of the sales
process.
The first impression when opening an app will determine if someone will continue to use
the app or simply disregard it. If consumers do not feel invited by the user interface, they will
uninstall it and move on. ShopGoodwill is not as user-friendly compared to competitors, such as
ThredUp. ThredUp is the largest second-hand clothing retailer in the world and has invested a
multitude of resources to make the app experience as pleasant as possible.
Compared to Goodwill’s app, the top half of ThredUp is dedicated to filtering and
functions like selling, shopping, or finding specific items. Reference the App Shopping
Appendix, Picture A, for visual aid. ShopGoodwill has an advanced search bar for consumers,
but it is not as in-depth as ThredUp (App Shopping Appendix, Picture B). One major
complication of the app/website is the lack of distinction between where sales occur. Both apps
have categories that can be searched, but the main issue arises from the depth of these categories.
For one, Goodwill’s app does not allow for easy searches based on gender or specific items. It
does have a wider range of purchasable items compared to ThredUp, yet that comes down to
Goodwill offering more products in the first place. ThredUp only offers second-hand
clothing/accessories-only offerings.
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Another improvement for Goodwill’s app is the differences between vertical and
horizontal scrolling. ThredUp breaks off categories of items and allows you to vertical scroll,
versus Goodwill’s which takes categories and has you horizontally scroll to find items. The
search bar could relieve some of these issues, but the basic search only says keywords and item
numbers. The advanced search rivals what has been utilized in academic databases, and appears
daunting upon first glance.
A third improvement would be the removal of the bidding system. Goodwill’s sales are
dependent on the donations received from consumers. So, having several of one item is often not
a possibility. However, the bidding system should be replaced with a normal purchase cycle as it
promotes individuals returning time after time. A limited-time shopping cart is one way to
prevent people from holding items for ridiculous amounts of time or attempting to scalp. This is
something that ThredUp utilizes.
Presentation is one of the most important pieces when selling in the online space.
Goodwill’s app has several differences between the images present. For example, lighting and
the lack of mannequins clad in clothing. This is an area where ThredUp performs better than
Goodwill’s app. Every one of their items is presented consistently with simple tags that present
the price and description.

Shipping to Donate
There are an estimated 9 billion items of clothing that are either hardly worn or are sitting
idle in people’s closets. However, 36 billion items of clothing are thrown away in the US each
year. 95% of this can be recycled or reused.
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ThredUp’s average Clean Out Kit contains 15 lbs of clothing. If Goodwill sends out
similarly sized clean-up kits, they could receive 1.1 billion kits in a single year filled with
reusable clothing items currently being thrown away. This would translate to 16 billion pounds
of clothing being saved from landfills.
Just as shopping online can help save carbon emissions, shipping donations could also
help prevent excess carbon dioxide from entering the atmosphere. By using the existing mailing
infrastructures to Goodwill’s advantage, the organization can help customers and donors reduce
their carbon footprint.

Estimated Investments
Social Media
To maximize the potential impact of social media marketing efforts, Goodwill will have
to organize a marketing business unit. This will include individuals such as marketing managers,
entry-level marketing staff, and digital designers. Marketing managers earn an average annual
salary of $59,266 in Ohio (Indeed, Marketing Manager). The entry-level marketing staff receives
$40,624, and the digital designers receive $83,495 per year. Three entry-level marketing staff
and two digital designers should be hired. A laptop should be provided to these six workers, and
another eight further down. These will cost around $2,500 each and do not include extra
software, or further maintenance.
Goodwill should also consider the cost of non-salary benefits when factoring in the cost
of hiring talent. However, it is unreasonable to assume that Goodwill would hire nine to twelve
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marketing professionals at the same time. Therefore, the cost of hiring these employees would
grow over time.
In addition to hiring talent, Goodwill should consider the cost of purchasing tools for the
marketing department to use. These tools could include content-creation tools such as Canva or
Adobe. Scheduling tools, such as Hootsuite or Sprout Social, should also be purchased. We
believe Goodwill should have a budget of $10,000 per year for these tools. To create images,
videos, and podcasts, Goodwill should purchase equipment like green screens, cameras, lights,
and microphones. A budget of $20,000 should cover most of these expenses.

In-Store
When considering the in-store promotional items, Goodwill needs to consider the cost of
printing the banners and posters. According to PosterPresentations.com, the average cost of
printing a three-by-five-foot poster is about $100. Assuming that there are about 20 stores under
Goodwill of Akron’s jurisdiction that display 3 posters each, Goodwill would spend $6,000 per
year.
If Goodwill were to choose to take the chalkboard wall option, there would be a one-time
expense of paint and labor. On Amazon, a two-pack of black brush-on chalkboard paint, where
each unit holds a quart of paint, costs roughly $42.00 before tax. These two units would cover a
9-foot by 10-foot non-porous surface. If there are about 20 stores under Goodwill of Akron’s
jurisdiction, Goodwill would need to spend $840 on paint. We would advise Goodwill to spend
at most $10,000 on labor and other materials necessary to create the chalk walls. To display the
statistics, we would advise Goodwill to spend $2,000 per chalkboard each year for an artist to
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display the chosen statistics. This would total $40,000 spent on local artists, giving Goodwill a
good opportunity to showcase how the organization supports local small businesses.
Branded merchandise is another avenue to showcase Goodwill’s environmental impact
inside and outside its retail outlets. Custom Ink offers a t-shirt customization service. The
company offers a quote before a company would purchase the product. If Goodwill were to order
1000 Hanes Perfect T-shirts in white, it would cost $6,170.00. This quote includes free shipping,
guaranteed delivery, and sizable savings. This last component means that the more Goodwill
orders at once, the more they save per shirt. If goodwill were to order 1,000 medium-sized
women’s shirts with a single slogan across each, Goodwill would pay $6.17 per shirt. If the
organization were to sell each shirt for $15.00, Goodwill would see a profit of $8,830 for those
shirts.
To further implement the environmentally friendly messaging in stores, Goodwill could
invest in customized canvas totes, often used as shopping bags. These bags would feature a
message showcasing how Goodwill positively impacts the environment. The bags would be
made out of recycled plastics and could be reused by consumers. These would cost $59,500 per
50,000 bags which would bring a per-item cost of $1.19 (Custom Tote Bags with Logo, 2022).
Many places sell these bags between $5 to $10, creating a profit of $190,500 to $440,500.
The last component of in-store marketing involves “green” tags. These tags are relatively
cheap with 50,000 tags costing around $1,800 (TETRA 127 Apparel, 2022). These would need
to be added to every clothing item in addition to the normal price tag. Therefore, these would be
a continual expense.
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Website
The website is one-half of the e-commerce platform for Goodwill. This avenue of
revenue must be maintained and expanded. Internet traffic is important to maintain and prevent
from crashing due to overpopulation on the server. Not only does Goodwill need to make sure its
website is properly maintained and does not crash, but they also need a team to maintain the site.
Since we expect online activity to grow as the website is updated, Goodwill will need to
hire a technical support specialist. These individuals receive an average of $50,786 yearly in
Ohio (Indeed, Technical Support Specialist). Their responsibilities include keeping the website
functioning properly and solving website outages, for example. Another individual to hire for the
website would be a statistician. They are paid an average yearly salary of $76,271 in Ohio
(Indeed, Statistician). This individual will be responsible for implementing the Apriori
Algorithm mentioned in the Website Improvements - E-commerce Updates section. Another
individual that pulls double duty is the pricing analyst. Their responsibilities will be to determine
the increase in the pricing once the green branding initiative takes effect. It is estimated that
individuals will pay 5-10% more for clothing that is sold by a sustainable brand. However, it is
important to be assured that consumers are still buying such items. A pricing analyst receives an
average salary of $59,899 per year in Ohio (Indeed, Pricing Analyst). One final individual to hire
would be a programmer, who will be responsible for updating the website in tandem with the
marketing department. These individuals have an annual salary of $52,065 in Ohio (Indeed,
Programmer).
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App
Several things must be considered to make the app experience better for consumers.
Goodwill needs to employ a professional photographer to help the merchandise displayed on the
app look more appealing. The average annual salary for a photographer in the United States is
roughly $42,000 (Indeed, Photographer). Hiring three photographers will allow for more items to
be processed, faster.
Goodwill also needs to consider the space in which these employees will work. Several
revamped office spaces with white walls equipped with proper lighting equipment would work
for the photography process. While the photographer is shooting photos in one space, the
mannequin in the second space can be changed into the next outfit. Again, the professional
display is important to selling clothing. If the consumer cannot determine how the attire will fit
them or a certain body type, then it is pointless to purchase it.
The last cost to consider is the mannequins themselves. We suggest that Goodwill
purchase several mannequins to help display clothing meant for different body types, such as
pregnant, petite, and tall to name a few. These cost roughly $150 per mannequin. However, there
are going to be several different body shapes for the mannequin. This could increase the costs or
could potentially be lower. The suggestion is to budget around $5,000 for around 15-20
mannequins.

Total Cost
Newly hired employees are going to be affected by the burden of most of these costs.
With this plan, we expect Goodwill will hire 14 new employees. The employee positions being:
two programmers, a pricing analyst, three photographers, one technical support specialist, one
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marketing manager, three entry-level marketing staff, two digital designers, and one statistician.
All these employees will have an annual expense of $790,535. This includes the cost to train that
was estimated to be around $2,500. Over five years, working with the average salary numbers,
these employees will incur expenses of $3,812,675.
Along with salaries, some tools and setup for the workers are needed. All employees
should be supplied with a laptop, so a total of 14. If they cost $2,500, it would total $35,000.
Along with the computers, software should be purchased for the marketing team, which is
expected to cost $15,000 for a yearly subscription service. This totals out to $110,000 over five
years. For the photographers, a studio should be set up for them to picture items for sale. A
budget of $25,000 should be used for the studio. This will cover lighting, cameras, small
renovations and the like. Mannequins occupy around $5,000 of the budget. For laptops, software,
a studio, and mannequins, the total expenses are $140,000 over five years.
Other expenses include green tags, customized canvas totes, t-shirts and posters. With our
estimated expenses (Investment Appendix, Table 1 & 2), we did not put too much emphasis on
these items. They occupy around $122,150 of the grant. Yet, if they do work and bring in sales
the $415,000 buffer is present to further expand the ventures. The chalkboards to be installed in
GIA locations would total around $10,840, and artist fees will total $100,000 each year. Over
five years, if the tags, totes, t-shirts and posters are purchased only once, these expenses would
total $632,990.
After five years, total expenditures would equal $4,585,665, and leaves a sizable buffer
for five years of $414,335. As mentioned previously, this buffer is to ensure that any unforeseen
changes in costing, or something we could not answer here crops up and needs to be solved.
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Expected ROI
Goodwill has confided in our team that they generate $16.40 in revenue per transaction
for an in-store sale. With nearly 686,000 customers, Goodwill is expected to generate over $11
million in revenue in 2022 from in-store sales. It is important to note that about half of the items
from the in-store sales are clothing for our next estimates. Online transactions are expected to
reach $12.5 million in revenue this year as well. The number of consumers was estimated to be
around half of the number of in-store consumers at Goodwill.
If no change occurs in Goodwill’s brand messaging, website updates, and app updates,
the secondhand market projections will help Goodwill see nearly $68 million in revenue in 2027.
Since consumers are willing to pay 5-10% more for items that are from a sustainable brand,
Goodwill could see a substantial amount of revenue from increasing prices slightly. If green
branding is applied to the prices of Goodwill’s merchandise, they could see an additional $614
thousand increase in 2027 for a 5% increase in price or a $1.23 million increase in 2027 for a
10% increase in price.
If changes to the app and website are made, Goodwill could see an increase in turnover
and revenue. The average consumer buys 3.11 items for $16.40 a transaction in a store. This
means that a customer will spend about $5.27 per item in a store. Since Goodwill sees $37.89 a
transaction online for garments and accessories, this means that the average consumer purchases
about 7 items per online purchase. This is in line with industry standards for the number of items
an average thrifter bought secondhand items in the past year.
If Goodwill can increase the number of app downloads by 1,000 people who buy clothing
twice a year, Goodwill would see an increase of $75,780 that year at current trends. If Goodwill
implements our recommendations for displaying the items on the app and updating the user
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interface, we are confident that Goodwill will have more than 1,000 new downloads if popper
marketing strategies are implemented. We are also confident that consumers would purchase
more items per transaction, also increasing revenue.

Questions That Still Need to be Answered
Goodwill needs to answer some questions themselves as they implement these
suggestions. When it comes to marketing, Goodwill may choose to keep a percentage of
communication efforts in-house or hire a marketing firm as an outside resource. It is up to
Goodwill to determine how many employees they want in their marketing department and
whether their team can handle the workload. It is also up to Goodwill to select a marketing
agency if they choose to hire outside help.
When it comes to website e-commerce and app shopping, Goodwill will need to make a
few decisions that our team cannot answer. They will need to decide if they should have a
Goodwill boutique app for just clothing and accessories and develop a separate app, like
Goodwill marketplace, for anything non-clothing. They may need to decide if selling collectibles
alongside books, media, garments, and accessories is worthwhile.
Goodwill will also need to determine if they can improve the ordering process as
technology improves and user interface preferences change. The organization will also need to
determine where and how these items will be stored. If the app takes off and donations increase
along with sales, distribution centers for the sole purpose of online shopping would need to be
established. These could be on-site regional Goodwill stores or different centralized sites that
then ship to the buyer’s house. The customer can also provide a pickup point at a Goodwill store
if they desired.
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This brings into question the purchases that have to be made for warehousing and the
contents related to them. The warehouse is the first big purchase. When more donations and
subsequent sales are being completed, Goodwill may need a place to store the clothing and
prepare it for sale or recycling. The backend functions at Goodwill will also need to be increased,
as well. This includes the trash compactors that are used to prep the clothing for recycling.
Forklifts would also need to be purchased to move the cubes of clothing to a loading area.
However, this all comes down to the improvements mentioned above and how they perform.
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Social Media Appendix
Chart A
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App Shopping Appendix
Picture A
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Investment Appendix
Table 1

Cost OneCost Per Year

Time

Amount

Years

2023

2023-2028

Purchased

Expenses

Expenses

Information
per 50,000

Tags

$1,800

1

1

$1,800

$1,800 items

Customized
Reusable

per 50,000

Shopping bags

$59,500

1

1

$59,500

$59,500 bags

Chalkboards

$10,840

1

1

$10,840

$10,840

$5,000

20

5

$100,000

$500,000

$100

60

5

$6,000

$30,000

5,000

1

$30,850

$30,850

1

5

$15,000

$75,000

$2,500

14

1

$35,000

$35,000

$25,000

1

1

$25,000

$25,000

$250

20

1

$5,000

$5,000

Artist Fees
Posters
T-Shirts

$6.17

Marketing
Tools

$15,000

Employee
Laptops
Studio Tools
and Elements
Mannequins
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Table 2

Years
Cost Per Year

Employees

2023

Working

Cost to Train (Est) Expenses

2023-2028
Expenses

Programmer

$52,065

2

5

$2,500

$109,130

$525,650

Pricing Analyst

$59,899

1

5

$2,500

$62,399

$301,995

Salary

$38,760

3

5

$2,500

$123,780

$588,900

Tech Support

$50,867

1

5

$2,500

$53,367

$256,835

$59,226

1

5

$2,500

$61,726

$298,630

Marketing

$40,624

3

5

$2,500

$129,372

$616,860

Digital Design

$83,495

2

5

$2,500

$171,990

$839,950

Statistician

$76,271

1

5

$2,500

$78,771

$383,855

$1,079,525

$4,585,665

Photographer

Marketing
Manager
Entry Level

Total

